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With the prosperity and development of the major online shopping platform, 
products tend to be a variety of choices. To improve the efficiency of purchase 
decision, reducing the information asymmetry risks, consumers tend to browsing  the 
shopping guide websites to access recommendation. Shopping guide websites have 
the characters of social e-commerce, that providing consumers with convinient, and 
bringing profit and commercial value. At present, guiding websites are stil developing, 
also met with challenge. The value of guiding information determines the 
development prospect and direction of guiding website. It is significant to study the 
factors of information adoption on shopping guide website. 
This thesis reviewed studies related to shopping guide website, online reviews 
and word-of-mouth, basing on the IAM, combining with ELM and theory of trust, that 
expand to build the model of factors affecting information adoption on guiding 
website from the individual level, and proposes the corresponding assumptions. Then, 
using questionaire to investigate by situational simulation. The survey data used 
SPSS18.0 and AMOS17.0 for data analysis.The result showed that: the information 
quality and source credibility of guiding information through influence information 
usefulness, then influence information adoption; User’s trust personality positively 
impact on source credibility and trust of guiding information, and there is a significant 
positively impact of source credibility on trust of information, then influence 
information adoption; Consumers’ professional ability is not significant moderating 
the information quality and source credibility on information usefulness; While the 
initial consumer purchasing motivation’s moderating effect is remarkble between 
information usefulness with information adoption, and trust of information with 
information adoption. Finally, the thesis proposed management recommendations for 
shopping guide website and online stores. 
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